Purpose -This article examines the role of expertise -measured in terms of use frequency and length of use -in moderating consumer perceptions of dimensions of internet bank services. Design/methodology/approach -A survey of three hundred respondents investigated differences in perceptions of the proposed service dimensions. Findings -The results reveal that consumers' perceptions differed in four of seven dimensions of internet bank services when examined along the criterion of expertise. The most interesting result is that security is not a concern for any of the user groups. Also, an interesting finding is that the dimensions of status, personal finances and investment proved to be U-shaped. Practical implications -The findings of this research provide several ideas for marketing of internet banking (IB) and for developing IB websites. For example, appeals of status and ego-gratification in advertising can be used to attract new consumers to IB. Also, designing auxiliary features or tools for personal finance management into banks' websites would prove to be sound investment. This research suggests that expertise has correlates in demographics as well as in perceptions of service dimensions. Thus, it may be possible to apply expertise for segmenting markets along demographic criteria and then to offer appropriate mix of services for each segment. Originality/value -This study contributes to extensive literature of expertise by examining the effect of expertise on perceptions of internet bank services and analysing the managerial application possibilities.
Introduction
Banking, among other service sector businesses, has witnessed an extensive change what comes to its operational environment. The rapid diffusion of the internet has revolutionised the traditional delivery channel strategies. Globally, the amount of consumers using internet banking (IB) has grown steadily, from a total of 34.4 million users in 2000 to 122.3 million users in 2004, the most users being in the Western Europe (International Data Corporation, 2005) . Thus, there is strong consensus among scholars about the increasing importance of the internet in today's competitive and increasingly global banking environment (e.g. Bauer and Colgan, 2001; Hughes, 2001; Li, 2001; Mols, 1999; White, 2001, 2000) . The issue has produced numerous studies touching several aspects of online banking and its consequences (for more detailed summary of internet banking related studies see Akinci, Aksoy and Atilgan, 2004) .
Factors affecting consumer acceptance and adoption of internet banking (IB) have been at the centre of academic interest for some time (e.g. Sathye, 1999; Howcroft, Hamilton and Hewer, 2002; Rotchanakitumnuai and Speece, 2003) . As the adoption rate of the internet is continuously escalating and as increasingly more people use the internet for their banking actions, it has become increasingly important to pay attention to examining the behaviour of more experienced customers gaining expertise with IB. Besides focusing on adoption and acquiring new customers, the consumers engaged in IB for a while differ in various ways from their less experienced counterparts as the broad literature on consumer knowledge and expertise suggests.
The article has three objectives: (1) to investigate the expertise in an internet bank, (2) to examine how consumers with differing levels of IB expertise with IB -novice, moderate, and the expert users view various dimensions of an internet bank; and (3) and analyse the differences in demographics between novice, moderate and expert users of IB.
In addition, several managerial implications are suggested on the basis of the findings.
Conceptual Framework

Defining Expertise
Consumers have varying amounts of knowledge about the products they use and about the environments in which they access these products (Hammond, McWilliam and Diaz, 1998) . Iterative product use in certain medium results behavioural routines, which in turn constitute procedural knowledge (Anderson, 1983; Cohen, 2000) . Procedural knowledge refers to knowledge of rules for taking action, and it is stored and organized into production systems that are representations of cognitive skills (Brucks, 1986 ). Procedural knowledge is task-specific knowledge (Leigh and McCraw, 1989) , i.e. knowing how to operate in an environment in question (Colonia-Willner, 2004 ). According to Philippe and Ngobo (1999) , procedural knowledge equates expertise, which divides to objective and subjective expertise. The former corresponds to consumers' actual performance on product-related tasks whereas the latter implies consumer's self-perceived ability to carry out such tasks.
Although there are differing views to approach and define expertise (cf. Kuusela, Spence and Kanto, 1998), this research examines the effect of expertise acquired by previous use of IB, and thus, it is appropriate to conceptualise consumers' IB expertise in terms of procedural knowledge, and particularly objective expertise.
Expertise and Experience in Internet context
The increasing use of internet services has allowed investigation of differences between expert (experienced) and novice (less experienced) users. Thus far, research on expert and novice users in the internet context has discussed differences in internet use in general (Hammond et al., 1998) , user capabilities, such as internet search performance (Lazonder, Biemans and Wopereis, 2000) , impressionability on advertising (Bruner and Kumar, 2000) , banner-ad effectiveness (Dahlén, 2001) , internet shopping (Ward and Lee, 2000; Martinez-López, Luna and Martínez, 2005) , and trust (Corbitt, Thanasankit and Yi, 2003) across different expertise levels. Also, internet user experience has been found to relate as an antecedent to flow-experience on the internet (eg. Novak, Hoffman and Yung, 2000; Hoffman and Novak. 1996) . Some of the studies represent fairly contradictory results that can ensue from differing definitions of expertise. Hammond et al. (1998) found that consumers' prior experience and expertise were essential moderators of their attitudes towards the internet. Experienced users were enthusiasts for the medium and perceived it as a source of entertainment and fun. Less experienced users saw it mainly as a source of information, and ignored the aspects of entertainment and fun. The study suggests that novices and moderates may never develop heavier usage and/or enduring involvement to the internet, since their perception of the internet as a source of fun do not increase similarly over time like their perception of information does, and does not resemble to the experienced users'.
However, Horrigan (2000) argued that in his study new internet users enjoyed in engaging in fun activities on the internet (e.g., playing games, listening to music), while they were reluctant to conduct financial or commercial transactions online. Also, consumers' willingness to enter into online transactions was found to be a significant threshold point for the internet behaviour. Since novice users have decided to make an online transaction, their internet usage patterns become similar to more experienced users.
Additionally, a comparison between new users of 1998 and 2000 revealed that the former engaged quickly in fun activities, but used the internet as an information utility to a greater extent than their 2000 counterparts.
Further, experts and novices are found to differ regarding their search performance. According to Lazonder et al. (2000) , experts scored higher than novice users on all performance measures that relate to locating internet sites. They were faster, produced a greater number of correct responses to the given tasks, and needed fewer actions and less time to find relevant internet sites. However, no differences were found in the search for information within the sites. They concluded that even a limited amount of internet experience provides performance benefits in using search engines to locate internet sites.
Bruner and Kumar (2000) examined the influence of internet experience on the advertising hierarchy of effects. They argued that consumers' internet experience as well as their attitudes toward internet sites should be considered as important antecedents to the typical flow of advertising effects. The greater a consumers' internet experience, the more favourable will be their attitudes toward the internet site and the internet ad.
Interestingly, Dahlén (2001) produced an incompatible outcome in a study of banner ad effectiveness. He argued that novice internet users are clearly the ones that are most susceptible to banner advertising, and thus, are more affected by banner ads than expert users. Further, Mandel and Johnson (2002) reported that visual primes on an internet page caused differences in choice between novices and experts. For novices, priming drove differences in external search causing differences in choice. For experts, differences in choice were not mediated by changes in external search.
Finally, consumers internet expertise or skills attained by previous experiences are crucial in achieving the state of "flow" on the internet. In order to attain a pleasing and compelling online experience, users internet skills and challenges on the medium must be perceived as congruent and above a critical threshold as stated by Hoffman and Novak (1996) . They argued that as internet users become more experienced they become more focused in their usage sessions often experiencing "flow", which tends to block out everything else (Hoffman and Novak, 1996; Novak et al., 2000) . Overall, according to Novak et al.(2000) internet users' browsing behaviour depends on one's experience. They argued that because consumers vary in their ability to achieve flow, new bases for market segmentation are needed for online marketing.
Preceding literature review represented studies examining expertise following from use experiences of the internet and established notable differences between experts (experienced users) and novices (less experienced users). As it is established, the results are partly ambiguous. Therefore, it is justified to investigate expertise within the internet banking context, and to presume that consumers' internet expertise does have an impact on their perceptions of IB.
Method
This study seeks to examine consumers with differing levels of IB expertise and the differences in their perceptions of IB dimensions. Accordingly, key research themes and issues were first generated through elaborate open-ended exploratory interviews with eleven active users of IB and the results were compared with findings from extent literature. These exploratory interviews as well as the literature review provided the inputs with which to design a structured interview guide to be used for face-to-face interviews in formal data collection. Altogether seven dimensions of IB were identified and included in the interview guide:
• Convenience means saving time and increasing the efficiency of service as compared to branch banking. Thus, it can be conceptualised as relative advantage of adopting new service channel (Polatoglu and Ekin, 2001; Gerrard and Cunningham, 2003) .
Convenience, defined in terms of time savings, 24/7 access and service quality, is one of the most cited beneficial features of IB (Daniel, 1999; Liao and Cheung, 2002) . It is one of the dominating factors in transaction channel preferences (Ramsay and Smith, 1999 ) and a key determinant of consumer satisfaction (Yang et al., 2003) . Consumers are prone to prefer more leisure-time, dedicating less time to financial matters (Devlin, 1995).
• Security stands for the reliability of IB and an overall belief on the part of the user that banking transactions can be completed confidentially and safely. According to Polatoglu and Ekin (2001) , security comprises of three dimensions -reliability, safety, and privacy. Consumers' concerns about security, which arise from the use of an open public network, have been emphasised as the most important factor inhibiting the adoption and use of IB (Sathye, 1999; Daniel, 1999; Cox and Dale, 2001; Howcroft et al., 2002) . Security issues have been identified as significant quality attributes of IB (Liao and Cheung, 2002; Jun and Cai, 2001 ).
• Status reflects the social significance of practising internet banking as a mean to express and enhance one's self-concept. As a dimension of social desirability, status measures relative advantage of IB use (Gerrard and Cunningham, 2003) . This dimension implies to impression management, i.e., by consuming certain products or services consumers strive to influence their self-image in the eyes of other consumers (Holbrook, 1999) . This discussion can be traced back as far as Grubb and Grathwohl's (1967) review on self-theory and symbolism. The intention is to probe whether consumers perceive the use of IB affecting positively on their social status and selfconcept. While consumers often use products and services for impression management (products as responses), they may also be used for self-definition (products as stimuli) (Solomon, 1983 ).
• Auxiliary features refer to attributes that can be designed into the internet bank in order to improve the overall product. For example, voice effects, virtual figures, and search agents can be added to improve the usability and interactivity of IB, thereby increasing user friendliness and reducing the perceived risk. These features can also be placed under the heading of multimedia friendliness (Waite and Harrison, 2004) . Dholakia and Rego (1998) argue that pictures, multi-media capabilities and enhancements that enable complex and interactive messages create an interesting electronic environment, thus enhancing the overall quality of the experience. Auxiliary features contribute to experiential value (Mathwick, et al. 2002) by increasing efficiency, enjoyment, visual appeal and entertainment aspects of IB.
• Personal finances include features that are useful when managing personal accounts • Investment comprises of practical devices and advices that assist and support investment activities. Providing savings and investment services is an important part of banks' product mix (Minhas and Jacobs, 1996; Ülegin, 1998; Beckett et al., 2000; Lee, 2002) . In addition, investment services have been identified as high involvement products (Aldlaigan and Buttle, 2001) , and thus, it is relevant to examine this dimension in the study. Investment covers issues like an on-line investment course on the bank's website, real-time investment information and personal purchase recommendations. It also includes tailored personal service and interaction otherwise lacking in online services (Mattila et al. 2003; Long and McMellon, 2004 ).
• Exploration refers to "exploratory information seeking" as defined by Baumgartner and Steenkamp (1996) . Exploratory consumer behaviour involves intrinsically motivated consumption processes that can be divided to two distinct dimensions: exploratory acquisition of products (EAP) and exploratory information seeking (EIS) (Baumgartner and Steenkamp, 1996) . The relevant conceptualisation for this study is the EIS. On a bank's Website, obtaining consumption-relevant knowledge out of curiosity includes activities like reading the daily news, while EIS in terms of browsing and window-shopping involves probing the various links on the site. Joining virtual discussion groups in order to exchange opinions about banking issues with other consumers also falls under EIS. While engaging in exploratory and curiositydriven browsing, the consumers' probability of exposure to advertising and other marketing communication tends to increase (Raman, 1997) .
The interview guide included 22 statements reflecting these seven dimensions of IB. Table   I provides the statements as well as reliability statistics.
"Take in Table I" Respondents were asked to indicate their level of agreement with each statement on a fivepoint Likert scale. Items to assess consumers' internet and IB expertise as well as demographic variables were also included in the interview guide. The questionnaire was pilot tested with 20 undergraduate marketing students, resulting in only minor modifications in the wording of some questions. The sample comprised of 300 active IB consumers, ranging in age from 15 to 71. Respondents were interviewed in their own homes using the structured interview guide.
Operationalizing the Constructs
To measure the proposed dimensions the twenty-two statements were divided to seven groups representing each dimension. Then each dimension was condensed to one variable using first principal components analysis. Cronbach's alpha for the seven dimensions yielded reliabilities ranging from 0.56 to 0.74. These results can be considered as good or at least acceptable (Nunnally, 1967) . The first quartile was comprised of "novice users" (n=65), whereas the second and the third quartiles were combined into the category of "moderate users" (n=172). The fourth quartile represented "expert users" (n=63). This approach allowed for U-shaped distribution, i.e. novice and expert users may attain similar means, but for differing causes.
Data analysis and Results
Dimensions of IB as perceived by consumers across three levels of IB expertise
Respondents were broken into quartiles along the criterion of IB expertise as described.
Differences in means of the seven dimensions of IB were compared by using analysis of variance and contrasted between novice, moderate and expert users. The results are presented in Table II. "Take in Table II As evident from Table II, IB expertise affects consumer' perceptions of the various IB dimensions. There are significant differences along the dimensions of status, auxiliary features, personal finances, and investment. The remaining three attributes -convenience, security, and exploration -turn out to be insignificant in the context of consumers' IB expertise.
When analysing the results concerning the dimension of status, both novice and moderate users were found to differ in contrast to other consumer groups. Novice users attain the highest mean (0,211), whereas the lowest mean place to moderate users (-0,144).
Contrasting perceptions of auxiliary features, novice and expert users differ significantly from other groups. Here, a linear decrease in means is evident when novice users hit the highest mean (0,290) and expert users the lowest mean (-0,291). In personal finances, the contrasts reveal significant differences in means of novice users versus other consumer groups as well as moderate users versus other. Novice users value the dimension of personal finances by obtaining the highest mean (0,272), while moderate users scored the lowest mean (-0,140). Finally, moderate users had the lowest mean (-0,129) in dimension of investment, which denotes that they differ significantly from the other two groups.
IB Expertise and Consumer demographics.
In order to uncover differences in demographics and internet usage patterns among novice, moderate and expert users, a cross-tabulation run was conducted on the relevant data. The results are presented in Table III. "Take in Table III Novice users are mainly young, i.e. under 25 years old; their income level is lower than in the other two consumer groups, and women seem to be preponderant in novice users. They use the internet much less frequently than the consumers with more IB expertise, and one third of them has used the internet for only one year.
Moderate users are mostly over 25 years of age, and use the internet on a regular weekly basis. They have been on the net for around two years or longer. This group is distributed quite evenly across all income levels, and a slight majority of them is women.
The overall use of internet is most extensive for expert users. Most of these consumers have used internet for over three years, and they use it daily. They are relatively the oldest consumer group, and they also have relatively the highest annual incomes. Men dominate this consumer group with 60-percentage share.
Discussion
The objective of this research was to investigate how consumers' IB expertise effects consumers' perceptions of IB dimensions. Empirical data show that the dimensions of status, personal finances and investment prove to be U-shaped. Similar results have been evidenced by Dahlén (2001) and Baylor (2001) . Moderate users attain the lowest mean on each of these dimensions whereas novice users indicate the most positive perception of the dimensions.
The finding regarding status suggests that using IB reinforces the self-image of novice users, but not that of the moderate users. To novice users, the usage of IB bears an impression of modern consumer and distinguishes them from consumers using traditional branch bank services. Also, expert users scored higher on status than the moderate.
Responses along the dimension of personal finances indicate a U-shaped distribution. Moderate users value this dimension the least whereas novice users register the highest mean. Expert users score higher than moderate users. This indicates that novice users can spend time with their personal account information online. They can enjoy hypothetical scenarios that such features present --calculate how long it would take them to be millionaires with certain monthly savings, draw illustrative diagrams of account transactions and follow the personal cost and income ratio. Such activities seem to lose their attractiveness as consumers become habituated with the services, and gain in salience as the expertise level reaches a competency adequate for more serious personal finance management.
In addition, investment depicts a U-shaped distribution. Moderate users distinguish from other two consumer groups with the lowest mean. They indicate modest interest towards online investment course, chargeable tips about investments as well as personally focused investment advice.
Further, significant differences were found in perceptions regarding auxiliary features where novice users scored highest mean. This can have twofold explanation. First, their needs for online support are expected to be greater simply because they have not used IB as much as the other groups, and thus, they are uncertain when engaging in IB activities.
The second, and perhaps more interesting explanation relates to their demographics. Since novice users are the youngest of the three groups, they are more likely to be impressed by state-of-the-art features such as voice effects, virtual figures and search agents. Auxiliary features would be considered as entertaining and funny (voice effects, virtual figures and search agents), but what cannot be ignored is the role of such features in the IB context.
Voice effects signal successful bill-payment, the virtual agent helps in problem situations, while the search agent looks for useful information. In other words, novice users can value auxiliary features both for its functional as well as entertainment appeal. This is interesting finding, although, it does not solve the contradiction between Hammond et al. (1998) and Horrigan (2000) . Perceptions of auxiliary features adapt to the experience curve: novice users perceive them useful and expert users regard auxiliary features worthless.
While four of the seven dimensions proposed in this study yield significant differences on the expertise criterion, the three dimensions yielding insignificant differences also deserve discussion. Convenience, security, and exploration were valued across all three expertise categories equally. It is positive to notice that the usage of IB is perceived fairly convenient also within the group that has had relatively modest amount of experiences with IB. Apparently, taking care of banking transactions online has proven its usefulness as a convenient alternative to traditional branch banking. Exploration, on the other hand, does not appeal to consumers. When reflecting the results to the other dimensions, it seems that IB is an activity where consumers do not want to spend time more than it is necessary, and thus, exploration has been found trifling.
Especially, it is notable that all three consumer groups expressed remarkable confidence in security of IB. Even novice users are convinced that internet banks are reliable and that banking transactions can be undertaken online with complete safety and confidentiality. What makes this finding so interesting is that in several studies consumers' concerns about security have been emphasised as the most important factor inhibiting the adoption and use of IB (Sathye, 1999; Daniel, 1999; Cox and Dale, 2001; Howcroft et al., 2002) . Our explanation for the outcome is that consumers have laid to rest their security concerns before actually embarking on internet banking (cf. Horrigan, 2000) . Once online, they are satisfied with the safety and security measures the banks have in place.
Conclusions, limitations and directions for future research
This study reported interesting differences in perception and behaviour between novice, moderate and expert users in the context of IB. Consumers' IB expertise was measured in terms of how often and for how long IB has been in use. Altogether seven perceived dimensions of IB were proposed and these dimensions were examined along the criterion of consumer experience. Three dimensions were found to have a U-shaped distribution with moderate users attaining the lowest mean in status, personal finances and investment.
The fourth significant dimension, auxiliary features, decreased linearly in importance with increasing expertise. The findings of this research add to our reservoir of previous knowledge on consumer familiarity and usage experience. They also have interesting and potentially valuable implications for marketing and designing of internet banks.
The results reveal that novice users value and would utilize service dimensions like auxiliary features and personal finances to support and facilitate their daily actions in IB. Also, they have the highest mean along the status dimension, indicating that IB reinforces their self-image. On the other hand, moderate users have the lowest mean score on all categories with the exception of auxiliary features. It seems that these consumers have the most utilitarian stance towards IB; they want to carry out their basic bank transactions as efficiently as possible without need for any supplemental services. In addition, expert users imply very clearly that they do not need services like auxiliary features.
With respect to the current study itself, a few issues are of concern. For example, several classifications or quality attributes critical to IB have been introduced in previous literature, and thus, the proposed dimensions of IB can be questioned. However, the importance of open-end exploratory interviews when generating the key research themes and issues for the study must be emphasized. For the future research it sets challenges to build a more extensive study and study larger proportion of dimensions or attributes of IB in the context of consumer expertise.
In addition, previous literature represents several ways to operationalize the concept of expertise as well as to define novice and expert users. Here, a very practical approach was adopted. The use frequency of IB and length of time that consumers have used IB are relatively easy to observe, and hence, to exploit by service providers. Also, the use of quartiles when defining the consumer groups separates the groups from each other distinctly enough. As a note for following research, the operationalization of expertise can be further developed and additional measures can be included. Finally, it must be noticed that IB and internet bank services as well as diffusion of the services are at a very dynamic state, and therefore, the nature of consumers' IB expertise can be transforming within the context. Therefore, it is justified to continue the research in the area.
Managerial implications
The managerial implications of this study are manifold. The findings of this research provide several ideas for marketing of internet banking and for developing IB websites.
Based on our results, novice users consider the use of IB as something special, a consumption act that endows them with a feeling of superiority. They consider themselves as technologically enlightened, modern consumers. In their attempts to attract more consumers to internet banking, banks can appeal to status and ego-gratification quite effectively.
The results pertaining to novice users also suggest that the possibility to utilize tools of personal finances and auxiliary features proved to be valued dimensions for novice users. Novice users were found to be young consumers with lowest income level.
Though they may not figure among banks' prime customers at the moment, they could become very lucrative customers in the future. They are probably still studying and therefore have relatively low current income. Designing auxiliary features or tools for personal finance management into banks' websites would prove to be sound investment for the long run. In advertising designed to attract new users, it would be useful to emphasise the possibility to add these helpful auxiliary features to convince novice users about the ease of IB use.
More profitable customers in banks' point of view seem to be consumer groups with more expertise. Moderate users concentrate on the basic functions of IB and settle for core services, wanting to get the job done as soon as possible. Considering their needs, the most efficient strategy is to improve the core functions of IB and design the services so as to facilitate expedient transactions. Moderate users consider additional services dispensable.
This article supports earlier research indicating that expertise is an interesting consumer characteristic that may account for significant variance across consumers. This research suggests that expertise has correlates in demographics as well as in perceptions of service dimensions. It may be possible, therefore, to account for expertise by segmenting markets along demographic criteria and then to offer expertise-appropriate mix for each segment. 3 times in a month or more seldom 24,7 7,5 3,3 * n=300 except in ANNUAL INCOME n=281 due 19 respondents did not give an answer. p ≤ ,005 **
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